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Pengaruh Advertising Dan Distribution Intensity Terhadap Keputusan 
Pembelian Ulang Dengan Brand Image Sebagai Variabel Antara Pada 





Di Indonesia banyak beredar produk shampoo dengan berbagai 
merek seperti Sunslik, Clear, Pantene, Lifeboy, Rejoice, dan lain-lain. 
Masing-masing produsen Shampoo tersebut menawarkan produk dengan 
varian atribut dan manfaat yang hampir sama sehingga produsen harus 
berusaha membangun brand image dan Keputusan Pembelian Ulang dari 
produk yang ditawarkan kepada konsumen. Oleh karena itu, dibutuhkan 
suatu usaha pemasaran melalui advertising, dan distribution intensity. 
Penelitian ini bertujuan untuk mengetahui pengaruh usaha pemasaran 
terhadap brand image dan Keputusan Pembelian Ulang produk Shampoo 
merek Clear berdasarkan tanggapan semua orang yang berada di wilayah 
Surabaya. 
Variabel eksogen yang diteliti yaitu advertising, dan distribution 
intensity, sedangkan variabel mediator yaitu brand image sedangkan 
variable endogen yaitu Keputusan Pembelian Ulang. Populasi dalam 
penelitian ini adalah seluruh konsumen Shampoo Clear di Surabaya, 
sedangkan sampel yang diambil adalah semua orang yang pernah 
mengkonsumsi dan melihat iklan shampoo Clear dalam 1 tahun terakhir. 
Sampel yang digunakan berjumlah 200 responden. Desain penelitian adalah 
penelitian kausal dan teknik analisis data menggunakan Structural Equation 
Model dengan program Lisrel 8.70. 
Hasil penelitian menjelaskan bahwa advertising  berpengaruh negatif 
terhadap Keputusan Pembelian Ulang, advertising berpengaruh Positif 
terhadap brand image, distribution intensity berpengaruh negatif terhadap 
Keputusan Pembelian Ulang, distribution intensity berpengaruh negatif 
terhadap brand image, dan brand Image berpengaruh negatif terhadap 
Keputusan Pembelian Ulang. 
 
Kata kunci : usaha pemasaran (Advertising dan Distribution Intensity), 




The Effect of advertising and the distribution intensity toward the decision 
of repeat buying with brand image as a moderator variable consumers in 




There are many products of shampoo with some branded such as 
Sunslik, Clear, Pantene, Lifeboy, Rejoice, and others. Each of the shampoo 
manufacturers is offering the products with a variant the attributes and the 
benefits that closely similar, so manufacturers must strive to upgrade the 
brand image and repeat buyer decision of the products which is offered by 
consumers. Therefore, it takes needed marketing efforts by advertising, and 
distribution intensity. This research has purpose to determine the influence 
of marketing effort toward brand image and repeat buying decision Clear 
Shampoo product based on the response all people in the area of Surabaya. 
Exogenous variables in this study is advertising, and distribution 
intensity, While the variable mediator of brand image and the endogenous 
variables to know repeat purchase decision. The populations in this study 
are all consumers’ clear shampoo in Surabaya, while those samples taken in 
all the people who never eat and see ads in transparent shampoo in the last 1 
year. The sample size is 200 respondents. Research design is causal 
research and data analysis techniques using Structural Equation Models 
with LISREL 8.70 program. 
The research results explained that the advertising has a negative 
effect on re buying decision, advertising has a positive effect on brand 
image, distribution intensity has a negative effect on re buying decision, 
distribution intensity has a negative effect on brand image, and brand image 
has a negative effect on re buying decision. 
 
Keywords : marketing effort, brand image, and repeat buying decision. 
